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Firms use personalization in order to influence the customer experience through numerous 
touch points. This influence has positive and negative consequences, which have further strong 
impact on the customer responses and overall success of the firm’s communication with the 
customer. Personalization and customer experience have the common path of their development 
and share the fields of applications; however, scientific literature is currently fragmented and 
analyzes the narrow aspects of either personalization or customer experience. This conceptual 
article investigates personalization with the focus on the overall customer experience journey and 
its use for the estimation of customer responses and touch points’ utilization. The need for this 
focus is based on the necessity of the firm to understand customer responses to personalization 
as well as the factors appearing at pre-purchase, purchase and post-purchase stages of 
customer decision making. The theoretical novelty of the paper embraces positive and negative 
consequences of personalization for identification of future empirical research directions. 
These conclusions include the impact of anthropomorphization through embedded automated 
interactive messaging, history-based and group-based recommendation systems as well as the 
impact of increased touch points and influence of informational vulnerability on customer trust, 
click-through intentions and reactance. Managerial contributions relate to the suggestions on 
possible actions required to either enforce particular effects with positive outcomes for customer 
experience or diminish negative ones in terms of technological facilitation, measurement 
possibilities and enhancement of information transparency.
Keywords: personalization, customer experience, customer experience journey, marketing 
touch points, customer behavior, anthropomorphization, personal recommendations, customer 
information vulnerability.
INTRODUCTION
Technological changes force firms to actively apply personalization to their mar-
keting efforts to find new ways to deliver value to customers, engage them through im-
proved customer experience and persuade to make a purchase [Kumar, 2018]. Person-
alization is defined as “a customer-oriented marketing strategy that aims to deliver the 
right content to the right person at the right time, to maximize immediate and future 
business opportunities” [Tam, Ho, 2006, p. 867] and as “the matching of advertising 
content and vendors’ services with customers based on their preferences and individual 
needs” [Turban et al., 2015, p. 418]. 
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Personalization covers numerous and diverse firm-customer cooperation direc-
tions, creating additional value for customers and fostering positive customer response. 
For example, 44% of customers of North America and Europe and 36% of customers in 
Russia confirm they would return to the particular company after a personalized shop-
ping experience and highlight the importance of the personalized offers sent to them 
[Accenture…, 2018; Global Consumer Insights…, 2019]. Despite these positive results, 
not all businesses seem to understand the value of personalization or its application. As 
an outcome, 71% of customers in the USA are frustrated because their shopping experi-
ence is impersonal [The 2017 State of Personalization Report, 2017], and at least 20% of 
firms utilizing segmentation (a strategy less individualized than personalization) do not 
fully understand buyer behavior in the context personalization [Marketing personaliza-
tion…, 2018]. 
In order to recognize full potential and effectiveness of personalization, companies 
need to understand: a) structure of the customer responses; b) structure of relevant fac-
tors at different steps of the customer journey; c) the ways these structures enhance the 
customer experience, which unites both customer responses and customer journey. 
The question remains: why does such confusion and difficulty appear in under-
standing and utilizing personalization by the firms? Such situation of the ambiguity 
of personalization consequences has roots in the difficulties to control the diverse and 
numerous touch points utilized (for example, website interacting messaging [Song, 
Zinkhan, 2008], mobile location-based personal recommendations [Fong, Fang, Luo, 
2015], personalized emailing [Chung, Wedel, Rust, 2016], social networks integra-
tion [Turban et al., 2015], etc.), which evoke particular customer responses (cognitive, 
emotional, behavioral, sensorial, and social). These responses are difficult to track and 
work with, even though they characterize the customer experience, which is enhanced 
through personalization [Verhoef et al., 2009; Lemon, Verhoef, 2016]. The context of the 
application of personalization is becoming more complex due to these numerous touch 
points. Thus, we have to acknowledge that understanding, managing, and controlling 
numerous touch points in the customer experience along are the main factors that lead 
to failure or misunderstanding of personalization utilization. 
The objective of this study is to investigate potential positive and negative outcomes 
of personalization on the customer experience by mapping it along the customer jour-
ney for identification of directions for further empirical research. To meet this objective, 
the focus is placed on investigating how personalization components are decomposed 
based on the customer experience journey and its stages, and, finally, what are potential 
positive and negative outcomes of personalization from customer and firm perspectives 
as well as the ways to facilitate or diminish them. 
Customer experience is among the intensively discussed topics nowadays [Acquis-
ti, John, Loewenstein, 2012; Hennig-Thurau, Marchand, Marx, 2012; Lemon, Verhoef, 
2016; Wedel, Kannan, 2016; Martin, Murphy, 2017; Steinhoff et al., 2019]. In general, 
customer experience is defined as “a multidimensional construct focusing on a cus-
tomer’s cognitive, emotional, behavioral, sensorial, and social responses to a firm’s of-
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ferings during the customer’s entire purchase journey” [Lemon, Verhoef, 2016, p. 83]. 
The definition notes that responses are both partially controllable and uncontrollable 
by the firms due to the impossibility of prediction of all influencing factors. In order to 
overcome this ambiguity, firms engage in personalization to establish better customer 
experience through the touch points. 
Even though the literature discusses the aforementioned ideas, they are either nar-
rowed down to the particular segments of the personalization process, examine the 
separate customer behavior without zooming out to the overall process, or they are 
customer-centric with limited attention focused on a firm’s activities. This research 
aims to take a more comprehensive approach towards analyzing the process of per-
sonalization through the lens of a customer experience journey and thus unites major 
points of analysis: types and ownership of touch points, types of personalization tools 
and customer behavior at the purchase stages, thus making it easier for firms to struc-
ture or reorganize their implementation of personalization with the respect to possible 
consequences.
The contribution of the article resides, first, in structuring customer responses to 
personalization and the consequent customer behavior as a purchase stage-based map of 
the customer experience; second, in the analysis of co-evolution of customer experience 
concepts and approaches to personalization with particular attention to the utilization 
of the tools of the customer experience journey model to the personalization process 
by structuring its tools based on the touch points; and third, in the identification and 
development of directions for empirical research.
The research is structured as follows: first, current approaches to personalization 
are listed in general and through the perspective of the customer experience through 
customer responses and customer behavior analysis; second, the model of the customer 
experience journey is tested in relation to personalization; third, the propositions are 
developed with specific suggestions of their attainability. The article is finalized by the 
conclusion section, limitations, and discussions. 
THEORETICAL BACKGROUND
This research unites the concepts from two developing areas of research in market-
ing, personalization and customer experience. These concepts are closely interlinked, 
with personalization having a strong impact on ways firms build their communication 
with their new or old customers. 
Figure 1 offers an overview of the links between personalization and customer ex-
perience. 
According to Figure 1, customer experience, if there was a prior engagement with 
the firm, has an impact on the personalization and consequent customer responses and 
then results in a new type of customer experience based on the responses evoked. The 
analysis of the sequence presented in Figure 1 is conducted based on the customer expe-
rience model [Lemon, Verhoef, 2016]. 
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This model allows taking into consideration both firm perspective (personalization 
tools for offers’ delivery through different types of touch points) and customer perspec-
tive (in terms of expected customer responses and behavior expected at each stage of the 
purchasing process, as well as their correspondence with the established personalization 
tools of the firms). The article further concludes with the set of propositions categorized 
in positive and negative consequences from customer and firm perspectives with appli-
cable practical suggestions. 
Personalization: Current approaches to the definition. Personalization as a con-
cept discussed in marketing science in 1980–1990 was related only to services. It was 
characterized through the interpersonal relations between the consumer and his/her 
service providers (at the hairdressers’ and beauty salons, car repairs and bank employ-
ees) through the perception of gender, age, emotional empathy and, generally, social bias 
[Iacobucci, Ostrom, 1993; Goodwin, 1996; Mohr, Henson, 1996; Price, Arnould, 1999].
Further, as technology penetrated commercial transactions, personalization re-
tained its role in interpersonal relationships; however, the managers became the third 
party in customer communication and self-service technology, for example, bank ter-
minal [Giebelhausen et al., 2014]. While the consumer could prefer to interact with the 
technologically enhanced service provider, the manager introduced personalization for 
the consumers, who were less motivated to interact directly with the technology. Such 
consumers wanted to follow their established “script” of behavior (the way consum-
ers “organize their previous experiences in script formations that are used as norma-
tive standards to help them understand familiar or new situations” [Giebelhausen et al., 
2014, p. 114]), so they could address the frontline employees and get the service from 
them with the emotional and verbal connection. 
Simultaneously, as the communication of firms with consumers started its gradual re-
location to websites, personalization emerged into its latest form, such as embedded com-
munication points, instant communication with an e-store (or, supposedly, other platforms 
or networks with the similarly available feature) [Song, Zinkhan, 2008]. Messages through 
this channel could be either personal (referring to consumers’ inquiry about a delivery de-
lay or incomplete package) or general (information regarding delivery opportunity or pric-
ing specifications). Such an approach also follows earlier traits of personalization; however, 
it now resides in the technologically created environment. In addition to that, the recom-
mendation systems, specifically in regard to hedonic products, create the resemblance of the 
communication within the system, which offers something the consumer may prefer [Hen-
nig-Thurau, Marchand, Marx, 2012]. The leading criteria for targeting users for personalized 
experiences according to marketing representatives of business worldwide are campaign 
source (43%), location (39%), demographics (37%), products purchased (36%), clicks (33%), 
pages and/or content viewed (32%), company (27%), browser (25%), stage of the customer 
journey (24%), and previous visits behavior (23%) [Marketing personalization..., 2018].
Personalization is closely interlinked with the customer experience because, based on 
the prediction, it can help in selecting particular tools and mechanisms. Several methods 
for personalization are identified: pull personalization (a personalized service after the 
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customer’s explicit request for it, for example, products’ customization for individual 
tastes); passive personalization (personalized information about products or services 
displayed after the particular customer activities, which still required the customer’s 
action towards it, for example, coupon systems or online recommendations); and 
push personalization (enhancing the passive personalization by directly providing the 
customer with the service or product without special request as by, for example, tailoring 
the movies or the songs playlists to the customers’ prior requests) [Wedel, Kannan, 2016]. 
Anthropomorphization and recommendations as personalization trends. Even though 
prior customer experience (or its absence) influences the selection of personalized tools, 
firms may overlook certain positive and negative consequences of personalization. 
These can be controlled by paying attention to customer responses, consequent behav-
ioral intentions, and steps at the customer journey. Customer responses are becoming 
of a higher value; further, as the population is becoming more integrated and more ac-
cessible, customer’s needs are moving to the frontline, and the requests are becoming 
distinct [Kumar, 2018]. The need to treat such issues as convenience, experiences, social 
connections and personalization is becoming of the foremost importance for the firms. 
Global online platforms, such as YouTube, Amazon, Facebook, and Google accumulate 
large datasets and further produce the offerings to the mobile owners through browsers 
and mobile applications [Van Heerde, Dinner, Neslin, 2019]. 
In this article, the existing trends and methods of personalization are divided into 
those establishing a sense of personal communication with customers for evoking cog-
nitive, emotional, and behavioral responses and those having an impact on the sense of 
involvement in the group and awareness of their preferences in terms of sensorial and 
social responses. The first type of methods is established through anthropomorphiza-
tion and the second one through personal recommendation systems.  
Anthropomorphization is defined as “giving human characteristics to artificial ob-
jects” [Beltramini, 2019, p. 922], and it can “strengthen brand-consumer relationships” 
[Heine et al., 2018, p. 484] if the brand utilizes this approach. From this perspective, 
personalization relates to the use of interacting messaging: chatbots, intelligent agents, 
conversational agents [Song, Zinkhan, 2008; Trusov, Bucklin, Pauwels, 2009]. 
Personal recommendations are systems based on displaying of the offers as the selec-
tion of products formed on customer’s prior purchase history or other similar customers’, 
as well as the average group preference the customer generally belongs to [Coker, Nagpal, 
2013; Meyners et al., 2017]. These tools evoke particular customer responses, which fur-
ther lead to positive or negative customer behavior (for example, decreasing trust [Agu-
irre et al., 2015; Bleier, Eisenbeiss, 2015], customer reactance to the use of personalization 
[Bleier, Eisenbeiss, 2015; Martin, Borah, Palmatier, 2017], customer satisfaction [Fitzsi-
mons, Lehmann, 2004; Martin, Borah, Palmatier, 2017], and, overall, customer experience 
[Falk, Hammerschmidt, Schepers, 2010; Lemon, Verhoef, 2016; Siebert et al., 2020]. 
Personalization in the context of customer experience research. Historically, re-
search on customer experience has gone through various stages [Lemon, Verhoef, 2016]: 
customer buying behavior process models (1960–1970s), customer satisfaction and loy-
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alty (1970s), service quality (1980s), relationship marketing (1990s), customer relation-
ship management (CRM) (2000s), customer centricity and customer focus (2000–2010s), 
and customer engagement (2010s). The last stage that explicitly states the importance 
of customers’ involvement in the cocreation of the experience [Lemon, Verhoef, 2016], 
which has distinctive implications for the customer responses and data collection to fuel 
personalization.
Table 1 provides an overview on the development of personalization across four 
periods, highlighting key authors, focus on stages of customer experience development, 
and core areas of application. This table excludes the period of 1960–1970s because the 
term “customer experience” is older than “personalization”, therefore, direct mentions of 
this concept appeared in the 1980s. 






Areas of application and 
tools of personalization Author(s)







Mail surveys; social biases evaluation; 
telephone notifications; response rates 
based on surveys anonymity
[Neider, Sugrue, 1983; 
Chebat, Picard, 1984; Jobber, 








Telephone interviews; customer 
satisfaction evaluation; service 
marketing/relationships/quality; 
consumer changes; interpersonal 
relations (friendliness); technology 
inclusion
[Hornik, Zaig, Shadmon, 
1991; Singh, 1991; Grove, 
Fisk,1992; Iacobucci, Ostrom, 
1993; Varaldo, Marbach, 
1995; Price, Arnould, 1999; 







Service quality; customer satisfaction 
with technology-based service 
encounters; service convenience; 
scales development; e-marketing mix; 
customization of message style; trust 
in service relations; online product 
recommendations on consumers’ 
choice online; emotional components 
of transactions; website interactivity 
and perceptivity identification; (self-)
customization; individual-level targeting; 
buyer monitorization; comparison of 
online and offline stores; measurement 
of consumer personal features
[Brady, Cronin Jr., 2001; 
Berry, Seiders, Grewal, 
2002; Kalyanam, McIntyre, 
2002; Moon, 2002; Rossiter, 
2002; Coulter, Coulter, 2003; 
Senecal, Nantel, 2004; Menon, 
Dubé, 2007; Song, Zinkhan, 
2008; Ana, Dhar, Zettelmeyer, 
2009; Dong, Manchanda, 
Chintagunta, 2009; Kwortnik, 
Lynn, Ross, 2009; Zhang, 
Wedel, 2009; Sharma, 2010]
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Customers intention on disclosure; 
automated individual-/group 
recommenders’ influences; customer 
responses evaluation; information 
disclosure, flow, specificity; brand 
perception; technology as benefit or 
barrier; consumer decision-making; 
value co-creation at market; different 
tools of media channels; trust-building 
and retention; psychological insights 
for consumer behavior understanding; 
social networks; data analysis in data-
rich environments; data security and 
privacy; (electronic) word of mouth
[Acquisti, John, Loewenstein, 
2012; Hennig-Thurau, 
Marchand, Marx, 2012; 
Coker, Nagpal, 2013; 
Lambrecht, Tucker, 2013; 
Liberali, Urban, Hauser, 
2013; Frank, Enkawa, 
Schvaneveldt, 2014; 
Giebelhausen et al., 2014; 
Sonnier, 2014; Aguirre et 
al., 2015; Bleier, Eisenbeiss, 
2015; Fong Fang, Luo, 2015; 
Schmitt, Joško Brakus, 
Zarantonello, 2015; Chung, 
Wedel, Rust, 2016; Wedel, 
Kannan, 2016; Martin, 
Murphy, 2017; Steinhoff et 
al., 2019]
Based on Table 1, it is possible to note that the customer behavior has been chang-
ing along with the Internet-mediated environment. While appearing early on, person-
alization on the individual level was developed through introduction of smartphones, 
mobile applications, accumulation of large datasets (Big Data), artificial intelligence, and 
augmented reality, which allowed firms to maintain the feeling of personal relationships 
with each consumer via better data collection and accumulation. 
However, the process of maintaining continuous relationships with each consumer 
is quite ambiguous: firms keep evaluating customer satisfaction and customer experi-
ence; however, it becomes more difficult to understand why an individual consumer 
terminates the communications with a particular brand. In this regards, personaliza-
tion introduced through webpages and mobile apps enables firms to offering of building 
positive relationships between customers and firms [Kim, Wang, Malthouse, 2015] and 
deepens customer relationships [Aguirre et al., 2015] as well as to maximize an immedi-
ate and future business opportunities [Lemon, Verhoef, 2016].
Core customer-related concepts along the personalization process. As person-
alization is largely based on customer data collected through numerous touch points 
that are brand-owned, customer-owned, partner-owned and social (external) [Lemon, 
Verhoef, 2016], it requires a firm to be present at different media channels and platforms 
(including social networks, websites, mobile phones, applications, wearable technology 
(ex. smartwatches and bracelets)) [Kannan, Li, 2017]. This data accumulation, on the 
one hand, facilitates firms’ abilities to provide better personalization to the customers 
End of the Table 1
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and store and structure available data [Turban et al., 2015; Kannan, Li, 2017]; howev-
er, on the other hand, it also leads to the informational vulnerability of customers and 
privacy concerns [Aguirre et al., 2015; Bleier, Eisenbeiss, 2015; Wedel, Kannan, 2016; 
Martin, Borah, Palmatier, 2017; Kim, Wang, Malthouse, 2015; Kim, Barasz, John, 2019]. 
Therefore, there is a strong connection with the customer experience and, consequently, 
the customer experience journey. 
Structuring the customer reactions as the customer-related concepts along the per-
sonalization process. A suggested structure of customer responses, as well as stages of 
personalization process along the customer journey, is presented in Figure 2, which also 
shows the existing customer-related concepts that influence the customers’ potential 
cognitive, emotional, behavioral, sensorial, and social responses based on their impact 
discussed at each identified customer journey step. 
The roots of customers’ responses come from the idea of experiential marketing, 
where sensorial (sensory) experiences are based on the customers’ senses, cognitive (also 
referred to as creative cognitive) on the thinking of the customers, emotional (also re-
ferred to as affective) on the feelings of the customers, behavioral relate to the cultural 
and personal antecedents of customer’s specific ways of acting and lifestyle, and social re-
sponses are based on the social identity experiences resulting from a customer’s relation 
with the particular reference group [Schmitt, 1999; Verhoef et al., 2009; De Keyser et al., 
2015]. Measurement of these responses differs based on their potential applications, for 
example, to the brand experience [Schmitt, Joško Brakus, Zarantonello, 2015], to retail-
ing in general [Grewal, Levy, Kumar, 2009], to customer data collection in general [De 
Keyser et al., 2015]. Technology itself can be considered as an experience [McCarthy, 
Wright, 2004; Lemon, Verhoef, 2016] and technology utilization consequences can be 
defined by aforementioned types of customer responses for determination of further 
customer-related concepts in customer behavior patterns. 
In order to identify the concepts, related to potential customer response, a systemat-
ic overview of personalization-related articles in leading marketing journals (ABS jour-
nal ranking, level 4) was conducted. The initial search resulted in 127 articles; however, 
after the manual selection, we selected 29 articles with the focus on customer-related 
concepts in the technologically mediated environment. 
Figure 2 consists of three components: customer-related concepts extracted from 
the selected articles on the vertical axis and the personalization process on the horizon-
tal axis. The customer-related concepts are further diversified into two categories: broad 
category related to the actual customer responses and customer-related instruments, 
which are discussed in the selected articles but refer more to the mechanics of personali-
zation rather than the response. In line with the extant research, the distribution of the 
concepts considers the main stages of the customer journey — prepurchase, purchase 
and postpurchase1. Thus, it is possible to follow the development of the customer-related 
1  As the term “postpurchase” has other spelling variants, in this article we follow the style of [Lemon, 
Verhoef, 2016].
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concepts and instruments via the prepurchase, purchase and post-purchase stages of 
the customer experience journey (Figure 2). This representation of the personalization 
process along the stages of the customer journey on the horizontal axis is central for un-
derstanding the figure, while along the vertical axis all concepts have equal weights. As 
placement of personalization concepts along the stages of customer journey is based on 
analyzed articles, the same concept might appear associated with different stages if this 
corresponds with the findings from the analyzed sources. 
An additional description of the results of systematic literature review is presented 
in Appendix. The Appendix contains a comprehensive description of articles, including 
their focus on personalization applications and major customer-related concepts dis-
cussed. Further, the table allows categorizing customers’ responses into the cognitive, 
emotional, behavioral, sensorial and social. This table also includes the distribution of 
articles’ focus on customer response analysis in terms of the purchase stages (prepur-
chase, purchase, and post-purchase). Finally, in order to fully extract all concepts for 
estimation of the customer experience, the ownership of touch points is indicated. Ap-
pendix presents current trends in personalization, customer responses, and their appli-
cation to customer experience, whereas the customer-related concepts and distribution 
of the components of the customer experience journey set the foundations and focus for 
the development of the map of personalization use in the literature.
Customer information vulnerability. Customer vulnerability is a broadly discussed 
topic [Chung, Rust, Wedel, 2009; Janakiraman, Lim, Rishika, 2018; Kim, Barasz, John, 
2019] that shapes customers’ cognitive, social, and behavioral responses to a firm’s ac-
tions, including information disclosure. Even though customers and retailers recognize 
the benefits of personalization, the personalization paradox occurs. It implies that con-
sumers may recognize how much data and information retailers have about them and 
begin to worry about their privacy [Aguirre et al., 2015]. 
A broad type of customer data vulnerability is data access vulnerability, which is de-
fined as a firm access to consumers’ personal data. This type of data vulnerability makes 
consumers more conscious regarding the information they are placing on websites (or 
other media means), the level of their trust to the firm and general intentions towards 
the disclosure of sensitive information. In addition, the level of reciprocity (or the level 
at which they think the firm is honest with them as well) plays an important role. Even 
though it is suggested that firms need to control data management policies and ensure 
transparency, the balance is still difficult to maintain. Any error may lead to the negative 
word of mouth [Janakiraman, Lim, Rishika, 2018], which may further lead to the feeling 
of vulnerability of the consumer [Martin, Borah, Palmatier, 2017]. 
The negative consequences of customer data vulnerability could be solved by offer-
ing the information disclosure, meaning that consumers can agree to proceed to a web-
site or other tool to access an online store, and it will be acknowledged that firms may 
use information about their movement and additional information [Kim, Barasz, John, 
2019]. However, firms may find it difficult to understand how to extract the required 
information from the accumulated Big Data, as well as how to add the automation to ob-
Вестник СПбГУ. Менеджмент. 2020. Т. 19. Вып. 4 441
Revisiting personalization through customer experience journey
tain “real-time” execution [Kannan, Li, 2017]. In this case, it is suggested for the firms to 
find appropriate levels of data collection, its sources, and a particular level of granularity 
[Wedel, Kannan, 2016].
The fact that all types of data access vulnerability appear at different stages of the cus-
tomer journey confirms the fact of applicability for selecting the model for the understand-
ing of personalization. This association with the customer experience journey can help 
overcome fragmentation in defining personalization and improving its understanding. 
LINKING PERSONALIZATION AND CUSTOMER EXPERIENCE THROUGH 
THE CUSTOMER EXPERIENCE JOURNEY
Personalization is recognized as both the marketing customer-oriented strategy of 
delivering the right content to the right person for firm’s business opportunities maximi-
zation [Tam, Ho, 2006] and a set of tools for customer needs and a firm’s offering match-
ing [Turban et al., 2015]. Adjusting understanding of personalization to the customer 
experience journey can help to better understand personalization-driven customer re-
sponses, as responses to both strategic actions and applied personalization tools. Three 
stages of customer journey are considered: prepurchase stage, purchase stage and post-
purchase stage [Lemon, Verhoef, 2016]. 
At each stage of the customer experience journey, the customer engages in different 
types of behavior: first, there is a need recognition, consideration and search; second, 
their choice, ordering and payment happens; third, the customer faces consumption, 
usage, engagement and service requests. Each stage, however, cannot be considered in 
isolation: each stage is influenced by the previous experience, which in its turn has an 
impact on customers’ future experiences. 
All three stages contain numerous touch points, which can be classified into brand-
owned, partner-owned, customer-owned and social/external [Lemon, Verhoef, 2016]. 
Finally, it is important to consider the angle of customer vulnerability, including for ex-
ample, data access vulnerability as the access of a firm to consumer’s personal data. This 
type of data vulnerability makes a customer more conscious regarding the information 
they are placing at a websites (or other media means), the level of their trust to the brand, 
and general intentions towards the disclosure of sensitive information. In addition to 
that, the level of reciprocity (or the level at which a customer thinks a firm is honest with 
them as well), plays an important role. 
Customer experience journey model application in the context of personaliza-
tion. Customer experience in the context of personalization helps to evaluate the success 
of its directions through the analysis of customer responses to them and consequent cus-
tomer behavior, the spread of personalization applications over the purchase stages, and 
touch points. This evaluation further allows one to narrow this study down to five issues 
in personalization with positive and negative consequences for both customers and firms. 
Purchase stages and touch points distribution within personalization. At the stage of 
prepurchase, brand-owned touch points are personalized through the tools, which sim-
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plify the search for a particular product because the automated system can track each 
particular consumer’s behaviour and pull personalization and mass-personalization, 
which relates to the personalization in a broad sense when the tastes are averaged. In 
addition, embedded interacting messaging on an e-platform directly integrates potential 
customers into the cooperation with a firm and receive the best treatment and product 
by the initiation of direct communication through anthropomorphization. Customers 
in turn own media presence, which is the source of information for firms, and custom-
ers and firms can communicate through social channels (assuming the firm also has at 
least one). External and social touch points are presenting brand-related publics/pages 
in social media, not controlled or initiated by the firm, and positive word of mouth in 
the community.
At the stage of purchase, a firm can offer a technologically-enhanced offer based on 
a search pattern as well as the transparency and security of the transaction. A customer 
in turn is able to use the means for transactions (cards, online banks), and they have 
trust in the brand. Finally, the word of mouth in this case can influence the ordering 
decision-making and data security perception. In addition, the choice of delivery could 
also be grounds of personalization for the consumer. 
Postpurchase touch point is the most crucial one because it is the stage of consum-
ers’ compliant or satisfaction and their further feedback both to brand and to the online 
community through word of mouth or electronic word of mouth as an external/social 
touch point. Behaviour at this stage is presented by consumption, usage, engagement, 
and service requests. Once the purchase is concluded, a brand can, through owned touch 
points, offer the consumers customer service with a more personalized approach, for 
example, anthropomorphization. Further, it can use passive- and segment-level per-
sonalization, when the consumer is placed in a group of people with the similar tastes 
and the product is offered through these filters and, more directly, through push and 
individual-level personalization. Customer-owned touch points then relate to the social 
media, through which they co-create the value for a brand and product, either positively 
through good feedback or vice versa.
Derivation of positive and negative consequences of personalization within the cus-
tomer experience journey and related suggestions. Regardless of personalization benefits, 
it is also important to discuss negative points for such a seemingly good strategy. Table 2 
provides an overview of general positive and negative outcomes of personalization for 
firms and customers. 
Thus, positive outcomes of personalization relate to the anthropomorphization 
through embedded automated interacting messaging, recommendation systems based 
on customer’s prior actions, transactions and purchase history, and group-based recom-
mendation systems based on context and collaborative filtering. Their positive impact 
on firms relates to the data accumulation facilitation, customer experience creation sup-
port and communication automatization. Moreover, customers benefit from the reduc-
tion of time spent on information search, simplification of the decision-making process, 
and perceptions of social inclusion. 
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These aspects are facilitated via improvement of automatization facilitation, clarifi-
cation of algorithms for communication in terms of standard replies for pricing, delivery 
and contact information, and improvement of CRM integration for feedback collection 
and enhanced customer communication.
Despite the positive aspects, personalization is accompanied by certain negative 
consequences. An increased amount of touch points interferes with the communication 
between customer and firm, making it more difficult to retain a firm’s image and firm 
reputation by increased costs for channels’ control and uncontrolled personalization in-
vestments. Customers struggle from the sense of being followed and feeling of confu-
sion in the case of a firms’ excessive presence in different channels and inconsistency 
of delivery of offers through the variation of advertisements or recommendations dis-
played. Data accumulation for personalization facilitation may lead to the informational 
vulnerability of the customer, leading to the personalization paradox and uncontrolled 
electronic word-of-mouth, the reduction of customer trust and perceived vulnerability, 
and the feeling of restricted of freedom of choice. Mitigation of these aspects relates to 
better measurement of personalization components and transparency increase through 
the disclosure in privacy policies and probable third parties’ involvement. 
It is fairly difficult for a firm to properly balance positive and negative sides of such 
powerful strategy as personalization. However, this strategy is useful because of its ef-
fectiveness and its applicability to the new technological environment. Such ambiguous 
consequences have theoretical foundations to be considered as the potential directions 
for future empirical research to fill the identified gaps in the application of customer 
experience journey to the context of personalization.
DISCUSSION
In this article the relationship between consumer experience development and per-
sonalization was identified, a unifying model of personalization within the framework of 
customer experience journey was developed, and its positive and negative consequences 
of it were discussed. These consequences could be considered as the directions for fur-
ther empirical research in order to fill in the identified gaps and contribute to further 
development in both theory and practice.
Personalization has been interlinked with the customer experience development 
based on extant research. During the period from 2011 to 2020, research on the cus-
tomer experience has been related to customer engagement and thus with the increased 
importance of personalization. Personalization allows one to contact the customers di-
rectly through developed media channels and tools, get objective and full information 
on consumer behaviours, and offer customers the easiest and the most beneficial ways 
to engage and co-create value. 
As the theoretical section covered numerous ideas and concepts and their intersec-
tions, Figure 3 aims at offering an overview of the article: its theoretical background, a 
new context for the existing model, and resulting outputs. 
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 Figure 3 provides an overview of the intended contribution of this conceptual study. 
The theoretical framework unites several research flows, leads to the formation of the 
multicomponent concept of customer experience, and therefore allows for the utiliza-
tion of selected tools of the customer experience model to be used in the new context; 
it further draws upon the propositions and the suggestions of their facilitation (as the 
proposition relates to the positive consequences) and mitigation (as the consequences 
are expected to be negative). Based on the theoretical overview, it is possible to state that 
personalization plays an important role in the customer experience journey at each stage 
of prepurchase, purchase and postpurchase. As it is presented at the model on Figure 3, 
all possible touch points are associated with the personalization and its traits for benefi-
cial outcomes, which are influenced by previous and future experience as well as by the 
behavioural intentions of the consumer at each particular step. 
We highlight both positive and negative consequences of personalization and claim 
they are expectedly different from the points of view of firms and consumers. Positive 
outcomes are suggested to be correlated with the ease of use of particular websites, ser-
vice requests, offerings of recommendations and communication for reduction of time 
and resources costs; however, the threat of informational vulnerability and data security 
breach is unavoidable as well as the increased complexity due to the increased amount 
of touch points and media channel communication. 
Contributions of this conceptual study are both theoretical and managerial. The-
oretically, the article presents the structured analysis of customer responses and the 
consequent behavior as outcomes of personalization as a purchase stage-based map of 
customer experience and utilization of the customer experience journey model to the 
personalization process by structuring its tools based on the touch points. 
It is difficult to argue with the fact that personalization is vital in current business 
activities; further, it poses various interesting theoretical and practical questions for addi-
tional research. Nevertheless, the discussion of positive and negative outcomes is important 
for both academicians and practitioners. Due to the complexity of personalization, neatly 
presented frameworks and suggested approaches from different personalization tools do 
not necessarily lead to the clarity of how to actually apply personalization in practice. 
Data security and vulnerability are the problems, which are not expected to be 
avoided; hence, practitioners are faced with more local tasks of highlighting their risks 
and benefits. This question could be further addressed in more industry or product-spe-
cific research papers. In addition, this paper is limited to B2C commercial transactions 
and communication; adding different types of business operations will reveal additional 
interesting points (and the point of the partner-owned touch point can be added back to 
the customer experience journey model at each stage of the purchase process). 
CONCLUSIONS
The evolution of personalization along the customer experience is evident, how-
ever, not specifically discussed in the academic literature. Utilisation of the customer 
experience model in the new context offers a new perspective of customer behaviour. 
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According to the statistics, customers and firms enjoy the benefits of personalization 
through the facilitation of communication on an individual level and establishment of 
customer trust and engagement. However, these benefits are mitigated by the perceived 
vulnerability of customers in terms of increasing privacy concerns regarding data col-
lection and untransparent information disclosed as well as interlinked touch points and 
difficulties of their measurement and management. These points form customer expe-
rience in terms of customer responses, touch point ownerships, and purchase stages; 
therefore, this article continues ideas of current fragmented literature insights and ap-
plies the model of customer experience journey to the new context, the context of per-
sonalization. This application is justified by the creation of the sequence of stages of 
the historical development of personalization with close links to customer experience 
(Table 1) and by identification of customer responses to the use of personalization (Fig-
ure 2). The aforementioned steps allow us to develop the map of positive and negative 
consequences of personalization (Table 2), which further leads to the identification of 
potential further empirical research. 
The findings of this research are presented as a set of propositions, which refers to 
the most central personalization-related issues influencing the customer experience. In-
troduction of anthropomorphization through interacting messaging (chatbots, conversa-
tional, and intelligent agents) and several types of recommendation systems allow firms 
and customers to experience positive consequences, such as structuring and better pro-
cessing information, managing the touch points and customer relationships and customer 
experience, and predicting the customers’ responses and intentions. However, these conse-
quences are mitigated by the difficulties related to the increasing amounts of touch points 
and their specificities as well as customers’ increased informational vulnerability as they 
need more time to develop trust to a firm’s online presence, they try to protect their data 
by reducing informational disclosure, and they expect their choices to be manipulated. 
Based on the analysis of customer responses to a firm’s offerings and consequent 
customer-related concepts at purchase steps as well as the most utilized personalization 
tools, this research identifies positive and negative consequences of personalization both 
for customers and firms as well as the facilitation and mitigation suggestions, which cre-
ates further direction for future empirical research. Therefore, this study contributes to 
the theory on personalization and customer experience by suggesting propositions for 
future empirical research. In addition to that, we structure customer responses to per-
sonalization and the consequent customer behavior as a purchase stage-based map of 
customer experience and analyses of the co-evolution of customer experience concepts; 
we also include approaches to personalization with particular attention to the tools’ uti-
lization of the customer experience journey model to the personalization process by 
structuring its tools based on the touch points. Managerial implications relate to the 
untangling of complex processes of personalization and accompanying customer expe-
rience into practically implementable actions, leading to the creation of a checklist to 
apply to a firm’s operation or estimate potential actions; in addition, firms obtain under-
standing of the possible customer responses and potential ways to evoke them. 
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Фирмы используют персонализацию, для того, чтобы оказать влияние на опыт клиентов в 
многочисленных точках контакта. Несмотря на исторически схожее развитие исследова-
ний персонализации и клиентского опыта, в настоящее время академическая литература 
в большей степени сконцентрирована на изучении отдельных аспектов данных понятий 
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без общего подхода к их интерпретации. В статье систематизируются подходы к оценке 
реакции клиентов, поведенческих последствий, а также к использованию точек контакта 
с целью разработки карты предложений по выявлению позитивных и негативных послед-
ствий применения персонализации. Данный инструмент очень важен, поскольку фирма 
должна понимать, как клиенты реагируют на персонализацию, и идентифицировать фак-
торы, появляющиеся на этапах до, во время и после совершения покупок. С теоретиче-
ской точки зрения это исследование формулирует выводы о позитивных и негативных 
последствиях персонализации для последующих эмпирических исследований. Выводы 
работы свидетельствуют о целесообразности использования антропоморфизации, в том 
числе: интерактивных методов общения на сайтах (посредством чат-ботов и их аналогов); 
рекомендаций, основанных как на ранней истории поведения конкретного клиента, так 
и на характеристиках той группы, к которой он принадлежит; а также увеличения коли-
чества точек контакта и возрастающей цифровой уязвимости клиента. С управленческой 
точки зрения в исследовании предлагается комплекс мер, которые необходимо принять, 
для того чтобы обеспечить позитивные эффекты при работе с клиентами или нивелиро-
вать негативные за счет увеличения технологических мощностей, внедрения более точ-
ных мер оценки и повышения информационной прозрачности.
Ключевые слова: персонализация, клиентский опыт, путь клиентского опыта, маркетин-
говые точки контакта, поведение потребителя, антропоморфизация, персональные реко-
мендации, информационная уязвимость потребителя.
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APPENDIX 
An overview of ABS marketing list based articles on personalization 
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on the clickstream data, 
that provides informa-
tion about the path (the 
sequence of pages) that 
the user followed during 
the web-site navigation; 
it is helpful for predicting 
the future movements 
at the web-sites (higher 
result that the benchmark 
purchase conversion pre-

















ethnicity) infl uence on 
the customer resoince to 
personalization (product 
recommendations based 
on own preferences or 










Impact of interactivity 
antecedents (number of 
clicks, response time, 
message types) and level 
of personalization in mes-
saging on Web-site inter-








Personalization in the 
digital audio players 
through the collaborative 
fi ltering/adaptive system 
(as in other personalized 
applications) and its im-
pact on the eff ectiveness 
in terms of number of 
songs listened to and the 
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Use of personalization 













promotions in online and 
offl  ine stores includ-














of their self-designed 
(user-designed) products 











Infl uence of idiosyn-
cratically evaluated (i.e., 
personalizable) attributes 








x x x x x x
[Zhang, 
2011]
Personalized pricing and 
its impact on behavior-
based price discrimina-
tion with respect to the 
revealed customer prefer-













Trade-off s between 
privacy and (for example) 
personalization, which 
has been described as 
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Recommendations as a 
common form of decision 
assistance and its impact 
on recommending the 
customer the products 
with attractive features for 
a particular customer, in 
contrast with an unas-
sisted search by customer




















x x x x x x x x x x
[Feld et al., 
2013]
Personalizing the e-mails 
in direct marketing to 
customers thus enhancing 
the eff ectiveness; however, 








Specifi cities of dynamic 
retargeting through rec-







x x x x
[Sonnier, 
2014]
Personalized pricing for 
the customer: “how to 
aggregate consumer valu-
ations to assess the overall 
profi tability of attribute 
improvements under 














for online advertisement 
and customer acquisition 
and retentions; AR for 
products and recommen-
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1 2 3 4 5 6 7 8 9 10 11 12 13 14 15
[Aguirre et 
al., 2015]
Even though the greater 
personalization increases 
service relevance and 
customer adoption, it may 
have strong impact on 
the customer perceived 
vulnerability and hence 
decrease adoption rates, 
thus creating the person-
alization paradox. Th is 
eff ect is mitigated if the 
data collection is con-
ducted not covertly, and if 
the trust-building activi-
ties are accomplished with 
the inclusion of other 
platforms the customers 
trust (but duality with the 
incorporation the social 












Th e impact of depth and 
breadth of ad banner 
personalization on the 












Mobile targeting through 
the location-targeting 
(competitive locational 
targeting) for attracting 













“Repeatedly adapting to 




automatically, using a 
personalization algo-
rithm, results in better 
performance than allow-
ing the customer to self 
customize”; “using the 
customer’s social network 




ences in off erings
Customer’s social 
networks
x x x x x
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keting mix to individual 
consumers; online and 
mobile personaliza-
tion of marketing mix; 
recommendations to the 
consumers to fi ll absent 
data; adaptive person-
alization approaches to 
learn and adapt to users’ 
preferences’ changes; 
evaluation of person-













Enchancing fi rm’s of-
ferings through the 
personalized experience 
with a suffi  cient level of 


















ing and showing the ad 
(behavioral targeting); 
information transparency 
and changes in its levels 











x x x x x x x
[Kumar, 
2018]
Importance of “machine 
learning algorithms used 
in areas such as data 
security, health care, natu-
ral language processing, 
marketing personaliza-




reshaping to more 
niche x x x x
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1 2 3 4 5 6 7 8 9 10 11 12 13 14 15
 [Matz et 
al., 2019]
Prediction of an image’s 
personality appeal — the 
personality of consumers 
to which the advertise-
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